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Ranked No.2 in America’s Best Retailers 2025

Voted No.1 apparel brand by Gen Z consumers (Australia)

UNIQLO Products/Activities in the Global News 

Strong customer support is boosting awareness of UNIQLO

Won Best Buzz Award for top branding activities (Philippines)

Won Top Graduate Employer Brands award for the 5th

consecutive year on Mainland China’s leading new 

graduate hiring platform

UNIQLO included in Kantar’s BrandZ rankings (UK)

・Customers greatly value UNIQLO products, services, and corporate activities. 
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UNIQLO Products/Activities in the Global News

Strong customer support is boosting awareness of UNIQLO

South Korea: Customer social 

media posts go viral
China Central Television (CCTV) seal of approval for 

UNIQLO UV protection ranges and other products

・We are witnessing the development of a virtuous cycle in which news generated by the frequent featuring of 

UNIQLO products in media boosts customer awareness and understanding on a daily basis, encouraging 

them to make purchases.

Europe: UNIQLO featured in multiple 

magazines, etc.



・Actively invest in Japan, China, South Korea as pillar operations and North America, Europe, and the 

Southeast Asia, India & Australia region as growth markets.

・Huge potential for LifeWear, which boasts a market share of over 10% in Japan. LifeWear presence is still 

low in other markets. Great growth potential as affinity for LifeWear grows, attracting more fans.

Accelerating growth in every direction!!

Significant Potential for Further Growth

Japan

S. Korea

SE Asia, India 

& Australia

Greater China

markets

Europe

North America

Growth Potential for the Fast Retailing Group 

(Illustration)

Market share 

Approx. 12%

(UQ+GU)

Market share 

Approx. 5%

Market share 

Approx. 2%

Market share 

Approx. 1.5%
Market share 

Approx. 0.5%

Market share 

Approx. 0.5%

Scale of apparel 

markets

Scale of 

UNIQLO sales
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High-quality store openings are driving growth

Consistent Flagship Store Opening Strategy

・Over 40 flagship stores in major cities globally showcase our branding, developing a strong local presence.

・Creating new high-quality stores that customers love in great locations with large sales floors that attract 

more visitors through active scrap and build and store renewal activities.

・These stores serve as showcases for UNIQLO and boost local UNIQLO store sales and e-commerce sales.  

・Plan to open a string of flagship-class stores in FY2026 in places such as Umeda, Japan; Mira Place, Hong 

Kong; Frankfurt, Germany; Warsaw, Poland; and Chicago and San Francisco in the USA. Intend to continue 

to proactively open high-quality stores to drive growth going forward.

UNIQLO Ginza store UNIQLO Fifth Avenue store UNIQLO Paris Opera store

Top 3 Global Flagship Stores in Terms of Sales
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South Korea
UNIQLO LOTTE WORLD MALL store



UK
UNIQLO Coal Drops Yard store
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Belgium
UNIQLO Meir store 

(Opened September 25)
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Mainland China
UNIQLO Changsha Heiwado store

(Opened September 26)



UNIQLO Japan: Revenue Tops 1 Trillion Yen

Promote transformation as a leading Group pillar

10Promoting independent store management (UNIQLO Asakusa store)Developed JWA Oxford Shirts, jeans, and other products that offer solid value to customers

・Achieve new phase of growth driven by koten keiei (independent store management).

✓ Pursue independent store management in which each individual store addresses local customer needs

✓ Thorough low-cost management

✓ Develop products with value that customers can truly appreciate

・Japan is one of the most important markets driving the entire Fast Retailing Group.

✓ Evolve independent store management and low-cost management practices. Secure stable sales growth and a 

high profit margin of 15% or higher

✓ Give business and store managers trained in Japan global roles to raise overall standard of Group business



UNIQLO Greater China: Bold New Business Approach

Emphasize value and price from a customer perspective

Spreading UNIQLO product information tailored mainly 

for young people

<Reform Pillars>

① Realizing business that creates value

✓ Attracted over 13.5 million new UNIQLO members in the Mainland China market in FY2025. Over 40% of those young 

people aged 18-29

✓ Our string of new popular content for young people this year has greatly boosted new customer numbers

✓ Customers shared the product information that we posted on social media and appreciated our product value and 

prices. Posting of strongly featured items, such as Jersey Barrel Leg Pants and Baggy Curve Jeans, increased. 

✓ Gained approx. 400,000 new EC customer numbers by launching a joint business with JD.com in September, which is 

strong in North China.

T-shirt collaboration with 

popular Changsha designers
Bag with embroidered panda motif only 

available in the UNIQLO Chengdu store 11



UNIQLO Greater China: Bold New Business Approach

Steady progress on profitable store reforms
② Achieve finely tailored regional business by promoting independent store management

✓ Improve accuracy by ordering products exactly when they will sell in each region, develop sales plans for 

each store, incorporate local customer and employee feedback

✓ Improve discounting rate by continuing to build systems that directly link production and retail

③ Improve the quality of our stores

✓ Flagship stores opened in Wuhan, Xining, and Chengdu over the past one to two years, and the Changsha 

flagship opened on September 26, have enjoyed huge success, helping to boost UNIQLO regional 

branding and competitiveness

✓ Plan to continue opening flagship stores in major cities going forward

✓ Scrap and build policy on stores with low monthly sales progressing as planned. Monthly sales at stores 

that underwent the scrap and build process have increased by 1.5 times

④ Strengthen management talent

✓ Adapt corporate culture to encourage staff to actively challenge themselves  

✓ Transfer Japan business leaders and store managers with deep understanding of UNIQLO business to 

China to teach local staff about our kind of business mindset and promote independent store management
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Review business basics, aim to achieve rapid growth 

UNIQLO SE Asia, India & Australia: Huge Growth Potential
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UNIQLO Orion Mall Brigade 

Gateway store opened in Bengaluru, 

India on August 29. Approximately 

600 customers lined up in front of 

the store on opening day, and sales 

reached a record high for India over 

the first three days. 

・Double-digit revenue growth for four consecutive years since FY2022. Aim to achieve further rapid growth by 

strengthening our business platforms.

・Assign a CEO for Southeast Asia from September. Work on transforming operations by developing product 

lineups that are tailored to each individual region and transforming marketing, and store and EC operations.

・Sales expected to swiftly reach 100 billion yen in the Philippines and Thailand.

・Aim to achieve revenue of 100 billion yen in all Southeast Asian markets.

・Aim to achieve sales of 50 billion yen in India 

as soon as possible.



・Revenue increased by approx. 30-50% each year in the past 4 years in Europe and North America. Operation 

profit expanded by roughly 4 times.

・Affinity for our LifeWear concept is growing in the true sense. Aim for each operation to achieve 1 trillion yen 

in sales in the near future. 

・We are promoting our flagship store strategy, enhancing product development inspired by customer 

feedback, transforming supply chains, and accelerating talent training in both Europe and North America.

Europe:

・Plan to open stores in new cities (Munich, Frankfurt, 

Birmingham, Glasgow, and Bristol) in FY2026.

・Expect to see further EC growth as new store openings

boost online sales by 2 or 3 times.

・Launched the company's biggest global automated warehouse 

in spring 2025 to achieve shorter lead times, efficient delivery, and 

a higher level of service. Plan to consistently expand 

warehousing systems in preparation for further business growth.

UNIQLO Europe, N. America: Growing Affinity for LifeWear

Aim to achieve 1 trillion yen sales in both Europe and USA

Spain

7 stores

France

27 stores

Germany

9 stores

UK

21 stores

Belgium

2 stores

The Netherlands

5 stores

Sweden

3 storesDenmark

2 stores

Italy

4 stores

Luxembourg

1 store

Poland

1 store

Glasgow

Birmingham

Bristol

Munich

Frankfurt

Europe

82 stores

（end August 2025)



UNIQLO Europe, N. America: Growing Affinity for LifeWear

Spark a UNIQLO boom in North America
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North America

・Enhance flagship store openings in major cities such as Chicago, San Francisco, New York, and Boston in 

FY2026.

・Accelerate new store openings in previously untapped cities to expand our business more widely, and 

capture similar synergistic benefits as in Texas, where popular newly opened stores also boosted EC sales. 

・On the product front, the CEO of UNIQLO USA has been appointed head of global product development. 

Enhance the development of products originating from Europe 

and the USA that can be sold globally.

・Additional tariffs imposed by the USA government are an 

opportunity to further emphasize brand value and

competitiveness by enhancing branding through flagship store 

openings, pursuing independent store management that is

tailored to each individual community, and promoting 

structural reforms.

・Secure profit margins of 15% or higher by implementing 

low-cost management while also expanding sales.

Canada

31 stores

United 

States

75 stores

UNIQLO

UNIQLO

UNIQLO

UNIQLO

UNIQLO

UNIQLO

UNIQLO

UNIQLO

UNIQLO

UNIQLO

UNIQLO

Edmonton
Vancouver

Seattle

San
Francisco

Los Angeles

Montreal

Toronto

Boston

New York
Philadelphia

Washington

Chicago

Hawaii

Houston
UNIQLO

N. America

106 stores

（end August 2025)

UNIQLO

UNIQLO

UNIQLO

Atlanta

http://www.uniqlo.com/jp/
http://www.uniqlo.com/jp/
http://www.uniqlo.com/jp/
http://www.uniqlo.com/jp/
http://www.uniqlo.com/jp/
http://www.uniqlo.com/jp/
http://www.uniqlo.com/jp/
http://www.uniqlo.com/jp/
http://www.uniqlo.com/jp/
http://www.uniqlo.com/jp/
http://www.uniqlo.com/jp/
http://www.uniqlo.com/jp/
http://www.uniqlo.com/jp/
http://www.uniqlo.com/jp/
http://www.uniqlo.com/jp/


GU: Redefining Brand Fundamentals

Set sights on global markets
・Redefining what the GU brand should be

No.1 fashion brand among young people, amazing prices, attractive styling

・ No.1 fashion brand among young people: Offer products that facilitate new lifestyles that are appealing to 

young people, but that also appeal to customers of all ages with a strong sense of fashion.

・ Amazing prices: That are a pleasant surprise for 

customers and enable everyone to freely enjoy 

fashion fun.

・Attractive styling: Propose seasonal product and 

style coordinations that customers will want to buy. 

・Transform into a competitive brand in global markets, 

even while pursuing structural reforms.
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Global Brands: Promote Reforms for New Growth

Establish firm brand positions for each label
・Pursue structural reforms and reinvigorate growth by clarifying brand positions for Theory, PLST, and 

Comptoir des Cotonniers operations within the Global Brands segment.

・Redefine the segment's central brand, Theory, from this Fall Winter season, and enhance branding and core 

product development.

・More than anything, ensure each brand can generate its own autonomous growth.

・Aim to meet a broad range of customer needs and achieve even greater growth through the combined 

development of these brands, as we have done at the UNIQLO TOKYO.



Deepen pool of management talent around the world

People: Create Businessperson in All Markets
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Sindhura Sarikonda

Executive Officer, 

Manager of Global Digital Commerce

Taketo Nakanishi
COO, UNIQLO Vietnam

Jason Sabatino

Executive Officer, 

Manager of UNIQLO Global IMD

Serena Peck

Executive Officer, 

Co-COO, Theory Global 

・Created 10 global chief x officers (CxO) in FY2025. Actively selecting young people to deepen our pool of 

global management around the world.

・Have already established a way to develop excellent talent by encouraging select young people who have 

worked in the company for 3 to 5 years to experience working in another market, and constantly transferring, 

selecting, and training those young people on a global scale.

・Strengthening cooperation with top international universities. Building frameworks to ensure a consistent 

approach to future management candidates. Over 1,000 students joined the company globally between 

January and September 2025.
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Meet the needs of our customers and generate new ones
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People

Independent 

store 

management

Products

Stores, 

EC

Supply

chain
Customer-

centric 

business 

management

Accelerate management 

personnel development 

through dynamic selection 

and rotation

Eliminate product shortages 

or excess on store and SKU 

basis, build sales floors that 

suit actual local demand, 

convey information, and 

provide tailored services

Enhance value appeal by constantly 

creating products that give consumers 

a true sense of fresh value

Continue to open high-quality 

stores that convey the value 

of LifeWear. Improve 

convenience of EC and 

progress the integration of 

store/EC operations

Enhance investment to 

build the frameworks 

that will support global 

expansion



Become our customers’ 

best-loved company!
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